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MAKES AN HONEST 
LIVING BY DECEIT 


Jay Ose says of himself, “I make an 
honest living by deceiving people.” 

Ose is resident host of Magic Castle, 
located in an old house on a quiet street 
in one of the older neighborhoods of 
Hollywood. Magic Castle is composed 
of a private membership devoted to be- 
holding now-you-see-it-now-you-don’t 
legerdemain of every sort. His specialty 
is cards. 


For Metro-Goldwyn-Mayer’s ‘The 
Cincinnati Kid,” Ose taught Steve Mc- 
Queen, Edward G. Robinson, Karl 
Malden and Joan Blondell how to han- 
dle cards like seasoned veterans in the 
terse drama of men and women whose 
lives revolve around the chance of the 
poker table. Ann-Margret, Tuesday 
Weld, Rip Torn and Jeff Corey also 
star in the new Martin Ransohoff pro- 
duction. 

“T was assigned to make expert card 
professionals of several of the stars,” 
Ose said. “In Malden’s case, I had to 
show him how to shuffle and deal dis- 
honestly without being detected. The 
cheating method is done exactly the 
same as the honest method but with 
movements of the fingers and hand that 
are deceptive rather than just quick.” 

How did he acquire his knowledge of 
cards? 


Knew Gambling World 


“A lot of gamblers have crossed my 
path in my time,” Ose explained. “They 
taught me everything I know about 
cards. They didn’t mind having me 
around because they trusted me. I had a 
reputation for never betraying a con- 
fidence. Wherever I went, the grape- 
vine worked for me. I had introductions 
to the right parties from one city to 
another.” 

Ose first showed interest in cards as 
a youngster in his home town of Echo, 
Minnesota. As an admiring audience of 
one, he egged his father on to show off 
card tricks. 

“When I grew up I became a tap 
dancer in vaudeville,” he relates. “In 
one spot I taught a gambler how to 
dance. In return, he showed me about 
shuffling cards—how to do it honestly 
and also how to cheat. I found it excit- 
ing and absorbing.” 

When Ose eventually quit show busi- 
ness, he worked as a dealer in a num- 
ber of gambling casinos. “The honest 
way, of course,” he smiled. “In my 
wanderings I managed to pick up card 
secrets from the finest wizards of the 
art, to say nothing of a few hustlers of 
note.” 


STEVE McQUEEN AND TUESDAY WELD IN “THE CINCINNATI KID" 


THE CINCINNATI KID FALLS IN LOVE... . Steve McQueen and Tuesday Weld are very much 
in love in Metro-Goldwyn-Mayer’s “‘The Cincinnati Kid,”’ a surging drama of men and women 
whose excitement-pitched lives revolve around the gambling tables. The new Martin Ransohoff 
production, in Metrocolor, based on Richard Jessup’s best-selling novel, also stars Edward G. 
Robinson, Ann-Margret, Karl Malden, Joan Blondell, Rip Torn, Jeff Corey and Jack Weston. 
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STEVE MCQUEEN PLAYS TITLE ROLE IN “THE CINCINNATI KID,” 
EXPLOSIVE DRAMA OF A GAMBLER AND THE WOMEN IN HIS LIFE 


Edward G. Robinson, Ann-Margret, Karl Malden, Tuesday Weld Also Star in 
MGWM’s screen version of Richard Jessup’s Exciting Best-Selling 


Novel, Filmed in Color Partly on Location in New Orleans 


Set against the vivid background of 
New Orleans, where much of the story 
was filmed on location in Metrocolor, 
the action never flags in Metro-Gold- 
wyn-Mayer’s excitement-pitched drama, 
“The Cincinnati Kid,” screen version of 
Richard Jessup’s best-seller, of which 
the New York Times said: “You don’t 
have to be a poker player to get a kick 
out of this novel.” 

This is the latest screen entertain- 
ment from the hands of producer Mar- 
tin Ransohoff, who has such top hits to 
his credit as “The Sandpiper” and “The 


Ann-Margret tries to steal Steve McQueen from her unsophisti- 
cated rival, Tuesday Weld, in Metro-Goldwyn-Mayer’s ‘*The 
Cincinnati Kid.” A thrill-packed drama of men and women who 
risk their lives on Lady Luck, the new Martin Ransohoff produc- 
tion, in Metrocolor, also stars Edward G. Robinson, Karl 
Malden, Joan Blondell, Rip Torn, Jeff Corey and Jack Weston. 
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Loved One.” And he assembled an ace 
cast for the taut, red-blooded yarn of 
a guy who likes women, but who likes 
the gambling tables even more and who 
is willing to fight to the death to be 
king of the poker-playing world. 

Steve McQueen plays the latter, the 
Kid of the film’s title, with the other 
starring roles portrayed by Edward G. 
Robinson, Ann-Margret, Karl Malden 
and Tuesday Weld. Co-starring in the 
big cast are Joan Blondell, Rip Torn, 
Jack Weston and Cab Calloway. The 
film also features a group of swing 
and folk music artists in a New Or- 
leans night life sequence. 

McQueen and Robinson, as Lancey 
Howard, are the chief protagonists in 
the explosive conflict of “The Cincin- 
nati Kid.’ Lancey has been the king of 
stud poker for years and fiercely guards 
his title. When the Kid tries to “take 
over,” a series of violently dramatic 
and suspenseful episodes occur, involv- 
ing among other things, adultery and 
blackmail, before the true mettle of 


each man is brought to the surface, and 
the story emerges from its raffish at- 
mosphere of the gambling life to a mov- 
ing drama of human emotions and of 
people bucking the complexities of self, 
heart and spirit. There is wry humor, 
cynicism and sex, with the suspenseful 
climax around the poker table in a 
smoke-filled hotel room boiling to a 
scalding heat. 

The two contrasting women in the 
Kid’s life are Melba (Ann-Margret) 
who wants and gets him by fair means 
or foul, and Christian (Tuesday 
Weld), the smalltown girl who finds 
the poker chips her greatest rival. The 
footage gives both girls love scenes 
with McQueen which are nothing less 
than sizzling! 

Ring Lardner, Jr., and Terry South- 
ern wrote the screen play of “The Cin- 


cinnati Kid” and the picture was di- 
rected by Norman Jewison, whose name 
on a film is almost a guarantee of its 
success, ie., “The Thrill of It All,” 
“Send Me No Flowers” and “The Art 
of Love.” 


It was supposedly ladies’ night in a 
Turkish Bath on the set of “The Cin- 
cinnati Kid” at Metro-Goldwyn-Mayer, 
where Ann-Margret and Tuesday Weld 
were before the cameras. The stars 
were fetchingly draped in sheets, talk- 
ing of life and love (as represented by 
Steve McQueen) in New Orleans circa 
1936, while two Amazon-like femme 
rubbers stroked oil and glycerine on 
their backs. 

“T’ve never known so many guys to 
have sudden important business with me 
today,” laughed director Norman Jewi- 
son, looking at the males milling about 
him. But if the gents thought the direc- 
tor was going to give them a break, 
they were doomed to disappointment. 
Jewison dismissed all visitors. “I’m 
sympathetic,” he said, “but we do have 
to get some work done.” 

Just before the set was cleared, Miss 
Weld turned to Elva Martine, the film’s 
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wardrobe woman, and sand, “I’m wor- 
ried. What will happen if I trip on the 
sheet I’m wearing and it falls off?” 

Miss Martine had the answer to that. 

“Honey,” she replied, “if that hap- 
pens we'll simply start oe tickets !” 

In any case, while the Turkish Bath 
sequence is an extra dividend for the 
males in the audience, the distaff side 
will also have something to look for- 
vee to when they see “The Cincinnati 

i ty 

There’s a scene in the picture in 
which Steve McQueen is shown taking 
a bath in a tub of soapsuds—just 
enough suds not to hide that McQueen 
physique. 

This time, it was the secretaries, 
stenographers and other female help at 
the studio who wanted to “crash” the 
set. 

“Well,” sighed Jewison philosophi- 
cally, “turnabout is fair play.” 


TUESDAY WELD NO 
LONGER A “KOOK" 


Tuesday Weld, the Hollywood 
“kook,” no longer exists. The statement 
comes from Tuesday, herself. 

“In the past I’ve been credited with 
all sorts of odd-ball actions and re- 
marks,” she said. “I really don’t know 
why I behaved that way. I guess it was 
some form of rebellion and I ‘ex- 
pressed’ myself all over the place. As a 
result, people regarded me as an out- 
and-out ‘kook’ and there you have it. 
I’m going to try to live down that repu- 
tation but I doubt that it will be easy. 
Once you’re known as something of a 
character the evaluation sticks.” 

On the set of her newest film, “The 
Cincinnati Kid,’ at Metro-Goldwyn- 
Mayer, Miss Weld was reported by her 
co-workers to be industrious, sincere, 
one of the quietest of beings, and even 
shy ! She arrived on the set on time and 
knew her lines. Between scenes, when 
she was not rehearsing with Steve Mc- 
Queen, Ann-Margret and other players, 
she would relax in a game of ping- 
pong. 

“T’ve grown up and it’s about time,” 
she asserts. “I am 21 years old now and 
I’ve come to terms with myself. These 
days, my only goal is to prove that I 
am a good actress.” 


Takes on New Image 


With her role in “The Cincinnati 
Kid,” Miss Weld, who has been before 
the movie and television cameras since 
she was fourteen, takes on a new 
“image.” 

“I play something of an altruist,” she 
says. “I’m a gambler’s woman who is 
deeply in love with her man. I try to 
beat the tacit rule that a gambler’s 
sweetheart must never come between a 
man and his cards. Christiary is the 
name of the character and I think it 
describes the girl I play perfectly. She 
is kind and understanding. It’s the most 
mature acting assignment I’ve ever 
had.” 

What does the new Tuesday do in her 
spare time? : 

“T spend hours by myself reading and 
writing,” is her answer. “I’m catching 
up on a lot of books I’ve missed. And 
I’m writing short stories. I haven't 
shown them to anyone as yet, but writ- 
ing gives me the greatest pleasure— 
next to acting, of course.” 

“The Cincinnati Kid,” a Martin 
Ransohoff production directed by Nor- 
man Jewison, is based on the best-sell- 
ing novel by Richard Jessup. Together 
with Miss Weld, McQueen and Ann- 
Margret, the all-star cast includes Ed- 
ward G. Robinson, Karl Malden, Joan 
Blondell, Rip Torn, Jack Weston and 
Cab Calloway. 


Lovely Tuesday Weld plays 
Steve McQueen’s romantic in- 
terest in Metro-Goldwyn- 
Mayer’s exciting film, ‘‘The 
Cincinnati Kid,” dealing with 
men and women whose lives 
revolve around the gambling 
tables. Producer Martin Ranso- 
hoff assembled an ace cast for 
the Metrocolor attraction, in- 
cluding Edward GC. Robinson, 
Ann-Margret, Karl Malden, 
Joan Blondell, Rip Torn, Jeff 
Corey and Jack Weston. 


The Cincinnati Kid 
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STEVE MCQUEEN 1S UNIQUE HOLLYWOOD 
STAR WHO REFUSES TO “PLAY IT SAFE” 


“T refuse to play it safe,” said Steve 
McQueen. “It’s so easy to accept parts 
that are predictable to a type which you 
have established. Worse, it’s boring for 
the actor. 

“T think, too, conformity eventually 
even bores audiences who become hep to 
your limitations no matter how attrac- 
tive those limitations may be,” he con- 
tinued. “They start tolerating rather 
than respecting what you have to offer. 
Then is when the actor starts existing 
on a popularity which is tired and which 
only enervates player and public. The 
big romance between them becomes a 
reflex. That’s why I take risks. I go 
out of my way to do what is not ex- 
pected of me. When it pays off, it’s 
tremendous.” 

Originally, the topic of the interview 
with McQueen was gambling. For he 
portrays a cocksure rambling-gambling 
man, who stakes his world on the turn 
of the stud poker cards in the new 
Metro-Goldwyn-Mayer drama, “The 
Cincinnati Kid.” 

“Playing a gambler is not exactly a 
new experience for me,” said McQueen. 
“I gamble every day of my life as a 
human being. I’m sure all of us do in 


the pursuit of happiness and success. 


e WOOS LADY LUCK 


Steve McQueen stakes his world 
on the turn of the cards in 
Metro-Goldwyn-Mayer’s ex- 
citement-pitched drama, ‘‘The 
Cincinnati Kid,’ with Ann- 
Margret and Tuesday Weld as 
the two womenwho take second 
place to his passion for gamb- 
ling. Also starring in the out- 
standing cast of the new Martin 
Ransohoff production, in 
Metrocolor, are Edward G. 
Robinson and Karl Malden. 


The Cincinnati Kid 
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SHE WAS NERVOUS 


In Metro-Goldwyn-Mayer’s “The 
Cincinnati Kid,” Joan Blondell portrays 
Lady Fingers, a gambler and expert 
dealer of cards. Her first card scenes 
were with Steve ses ort Edward G. 
Robinson and Karl Malden at the stud 
poker table. Nervous at getting started 
on her role, Miss Blondell scattered and 
fumbled her cards while dealing. 

With typical Blondell humor, she 
turned to director Norman Jewison 
and said: “Honey, if this keeps up, 
you'll have to change my character 
name from Lady Fingers to Butter 
Fingers !” 


Even mere existence itself is a gamble. 
You can only hope that you'll be lucky 
and that the chips will be with you. But 
I also believe that you have to work 
hard to have luck on your side. You 
can’t expect to get anywhere in life un- 
less you have a fixed goal and are will- 
ing to take chances to get what you 
want. Oh, yes, you might put in a pe- 
riod of drifting when it looks like 
you're a loser. But if you’re true to your 
ambition you'll finally make it.” 

McQueen has been migratory in his 
time. A period at the Boy’s Republic in 
Chino, California, known as the Boys 
Town of the West, brought him dis- 
cipline and_ responsibility. But he 
couldn’t conquer an ingrained restless- 
ness. He left school to become a hand 
on an oil tanker in South American 
waters. He was a laborer in the Texas 
oil fields. He was a “tree-topper” in a 
lumber camp, a carnival huckster, a 
ball-point pen salesman, a television re- 
pairman and, during his Marine Corps 
hitch, a tank driver and mechanic. 

“But always lurking in the back of 
my mind was the idea of acting,” he 
said, “and it emerged as a definite thing 
when I lived in a coldwater flat in 
Greenwich Village and Sandy Meisner 
started me off as an actor. My first role 
was in a Yiddish play on Second Av- 
enue. I earned forty dollars a week and 
spoke one line of dialogue!” 


SURPRISE! 


Joan Blondell played her first 
scene in Metro-Goldwyn-Mayer’s 
“The Cincinnati Kid” with Edward 
G. Robinson, which reunited the two 
stars for the first time in 29 years, 


when they appeared together in the 


melodrama, “Bullets and Ballots.” 

After their scene was completed, 
Robinson invited Miss Blondell into 
his dressing room. On the wall hung 
a painting of them both from “Bul- 
lets and Ballots,” the work of the 
late Richard Sickert, one of Eng- 
land’s foremost artists. 

Robinson had acquired the paint- 
ing from a London gallery several 


years ago. 


CAST 


The Cincinnati Kid................ Steve McQueen 
Lancey Howard.........-.-.. Edward G. Robinson 
Mel baie aa ee Ann-Margret 
shooter siete. Jute ee ae Karl Malden 
Christianese i, ee eee Tuesday Weld 
Lady Fingersse: 2h cose es Joan Blondell 
Slade striate iste ae eens Rip Torn 
Piggies se oe eh ee ae Jack Weston 
Veller 228. cosa eco eee Cab Calloway 
Hakolole (sist samen operee eee tuna: tlh te Jeff Corey 
Felix siete i aye oc eee Theo Marcuse 
Sokallt sete ce set ete Milton Selzer 
ING TRUGG. Sooo Sameera con eaeen ee Karl Swenson 
Cajun 23s ee Boe Emile Genest 
DGOnny ress se cee Ron Soble 
IMiSe RUC reeset ea. oe. kee lrene Tedrow 
Mrs. clade 225 ern! Midge Ware 
Dealers ee ee a Dub Taylor 


Produced by Martin Ransohoff. Directed by 
Norman Jewison. Based on the novel ‘The 
Cincinnati Kid’’ by Richard Jessup. Screen- 
play by Ring Lardner, Jr. and Terry South- 
ern. Music by Lalo Schifrin. Song “The Cin- 
cinnati Kid" Lyrics by Dorcas Cochran. 
Theme Song of “The Cincinnati Kid’’ Sung 
by Ray Charles. Director of Photography: 
Philip H. Lathrop, A.S.C. In Metrocolor. Art 
Direction: George W. Davis and Edward 
Carfagno. Set Decoration: Henry Grace, 
Hugh Hunt. Recording Supervisor: Franklin 
Milton. Orchestra Conducted by Robert Arm- 
bruster. A Filmways-Solar Picture. Film Edi- 
tor: Hal Ashby. Costumes Designed by Don- 
feld. Assistant Director: Kurt Neumann. 
Unit Production Manager: Austen Jewell. 
Make-Up by William Tuttle. Hair Styles by 
Sydney Guilaroff. Associate Producer: John 
Calley. Martin Ransohoff’s Production. Pre- 
sented by Metro-Goldwyn-Mayer. 


CAB CALLOWAY’S NEW 


CAREER: DRAMA STAR 


Cab Calloway, who makes one of his 
rare straight dramatic appearances in 
Metro-Goldwyn-Mayer’s “The Cincin- 
nati Kid,” starring Steve McQueen, 
Edward G. Robinson, Ann-Margret, 
Karl Malden and Tuesday Weld, looks 
to a future at acting. 

“T’ve had acting on ny mind for a 
long while,” declared the great jazz 
musical personality. “Along came the 
chance to play a gambling confrere of 
Steve McQueen in ‘Cincinnati Kid’ and 
I grabbed it. It’s my first work as an 
actor since ‘St. Louis Blues,’ when I 
played a cafe owner in scenes with Nat 
King Cole.” 


ANN-MARGRET AS A MAN-CHASING WOMAN 


GAMBLER’S WIFE... Ann-Margret, one of the screen’s most 
glamorous and popular stars, portrays a gambler’s wife with a 
roving eye for any and all available males—including Steve 
McQueen — in the exciting Martin Ransohoff production, 
“The Cincinnati Kid.’’ Based on the widely-read. Richard 
Jessup novel, the new Metro-Goldwyn-Mayer attraction, in 
Metrocolor, also stars Edward G. Robinson, Karl Malden and 
Tuesday Weld in a powerful drama set in New Orleans. 
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* HUMAN DYNAMO » 


If ever a movie star could be termed 
a “human dynamo” it is Ann-Margret, 
the seemingly  electrically-generated 
actress who makes her latest appear- 
ance opposite Steve McQueen in Metro- 
Goldyn-Mayer’s “The Cincinnati Kid.” 

No chauffeur-driven limousines for 
this gal. She travels around Hollywood 
via motorcycle. Passersby are no longer 
surprised at the sight of one of film- 
land’s most glamorous queens emerging 
from her garage on her silver Hondo 
and streaking off hell-for-leather. 

“After all,” she says, “we’re not liv- 
ing in grandma’s day. We have places to 
go to and we want to get there fast. My 
’cycle is geared for eighty miles an hour 
and I often hit that when I’m in open 
country and the road is clear.” Few 
people recognize her as she zooms by. 


With Karl Malden (center) dealing, the climactic stud poker duel-to-the-death takes place in 
“‘The Cincinnati Kid,’’ a contest which will determine whether Steve McQueen (far left) or 
Edward G. Robinson will be ‘‘King’’ of the New Orleans gambling world. In inset is Ann-Margret, 
cast as Melba, one of two women who play a strategic part in The Kid’s life. With Tuesday Weld 
as Melba’s rival, the distinguished cast co-stars Joan Blondell, Rip Torn, Jeff Corey and Jack 
Weston. The Martin Ransohoff production, in Metrocolor, is presented by Metro-Goldwyn-Mayer. 
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“Everybody associates a film star 
with an open convertible,” Ann-Mar- 
gret continued. “Well, I’ve got one, but 
give me my motorcycle anytime. And I 
don’t hide myself behind a pair of black 
goggles or bury my head in a crash 
helmet. I usually wear slacks, a ski 
jacket, boots and leather gloves. For a 
little added flip, my mother knitted a 
little cap for me with a tassle that flies 
in the breeze.” 

The actress first took to cycling as a 
passenger at the age of ten when she 
visited relatives in Sweden. 

“My uncle owned a motorcycle,” she 


recalled. “We took a cycling vacation 
in Norway and I was thrilled every 
moment of the trip. It was then that 
I resolved that if I ever made any 
money I’d own my own motorcycle. It 
wasn’t until I finished ‘Bye, Bye Birdie’ 
that I was able to realize that ambi- 
tion.” 

The actress says she loves the free- 
dom of cycling. 

“Tt’s a Joyous sensation. I travel with- 
out a shield and I love that rush of air. 
I have no fears of any kind on my ma- 
chine but I must confess that I wouldn’t 
know what to do if I ever had a break- 
down. I’m no mechanic and who knows 
if I’d meet any lochinvars on the high- 
way with enough knowledge of a 
motorcycle to save me?” 

Mr. and Mrs. Olssen, Ann-Margret’s 
parents, are sympathetic about their 
daughter’s fondness for cycles. 

“My father once owned two of them 
and was as much a nut about the sport 
as I am,” she laughed. “I hail from a 
daring family. My mother was a great 
skiier in her day. They understand that 
I can’t be inhibited. 

“However, there’s a policeman on my 
daily route who can’t understand. He’s 
halted me twice and told me just the 
other day that if he taps me a third 
time on my merry machine, he’s going 
to give me a ticket!” 


STAR ALSO PUPIL 


It was a case of double-duty for Jeff 
Corey, playing Steve McQueen’s side- 
kick in Metro-Goldwyn-Mayer’s “The 
Cincinnati Kid.” 

While conscientiously fulfilling his 
acting assignment, Corey also kept an 
attentive eye on Ann-Margret, cast as a 
seductive gambler’s woman in the new 
Martin Ransohoff production. 

His solicitude was purely profes- 
sional. Corey is Ann-Margret’s drama 
coach. He is considered one of the finest 
instructors in acting, and many of 
Hollywood’s most prominent young 
stars attend his classes. 
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INTRIGUE IN “THE CINCINNATI KID” 


Ann-Margret, as a seductive gambler’s woman with a roving 
eye, connives with her husband (Karl Malden) in this scene 
from Metro-Goldwyn-Mayer’s ‘“‘The Cincinnati Kid.’’ Steve 
McQueen plays the title role in the pulsating drama of men and 
women whose lives revolve around the gambling table, with 
the distinguished cast also starring Edward G. Robinson, 
Tuesday Weld, Joan Blondell, Rip Torn, Jeff Corey and Jack 
Weston. The Martin Ransohoff production is in Metrocolor. 
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RIP TORN IS FRANK TO SAY HE DOESN'T 
BELIEVE IN THAT “KEEP SMILING” IDEA 


Those “Keep Smiling’ slogans are 
not for Rip Torn, the talented stage, 
television and screen actor, currently 
co-starring with Steve McQueen and 
Ann-Margret in Metro-Goldwyn-May- 
er’s “The Cincinnati Kid.” 

For the new Martin Ransohoff pro- 
duction, Torn makes his first return to 
MGM since his highly-praised role with 
Paul Newman and Geraldine Page in 
“Sweet Bird of Youth.” In “The Cin- 
cinnati Kid,” a terse drama dealing with 
men and women whose lives revolve 
around the luck of the gaming table, he 
portrays an unscrupulous millionaire 
who seeks a “fix” in the climactic stud 
poker duel between two sharks, Steve 
McQueen and Edward G. Robinson. 

“Everyone knows that a poker face is 
an asset in gambling,” says Torn, ‘and 
I sometimes wonder if this doesn’t ap- 
ply to acting as well. There is such an 
over-insistence on the ‘smiling personal- 
ity’ in show business. Everyone is deter- 
mined to be loved and to be a jolly good 
fellow. Now, that’s a nice attitude but 
individualism suffers when you’re so 
concerned with being affable that you 
haven’t time to concentrate on your 
performance. 

“But don’t get me wrong,” he adds. 
“T’m not advocating that you have to go 
around with a chip on your shoulder, 
snarling at everyone. | just don’t think 
that every day on the set necessarily 
has to be sweetness and light. An actor 
isn’t hired to be a toothpaste ad. He’s 
paid to give a sterling performance. It’s 
the same in every business. When you 
build a house, you don’t hire a carpenter 


AIN'T SHE SWEET 


When she finished her final scene in 
Metro-Goldwyn-Mayer’s “The Cincin- 
nati Kid,” Tuesday Weld bade farewell 
to Steve McQueen, Ann-Margret and 
other members of the cast and crew 
with a “candy party.” bei 

‘The troupe was on location in a can- 
yon outside of Hollywood. During the 
morning, Miss Weld wandered into a 
small store in the vicinity and bought 
out the supply of candy bars, all-day 
suckers, licorice, jelly beans and chewy 
caramel. 

In the afternoon, when director Nor- 
man Jewison notified Tuesday that her 
acting chores were finished, she brought 
forth her huge box of goodies and in- 
vited one and all to take part. “I just 
want you to remember me sweetly,” 
she said. 
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because he is genial and has lovely 
white teeth when he smiles. You want 
him because he pounds the nails in se- 
curely enough so the roof doesn’t col- 
lapse on your head after you move in.” 

Although he started in movies four- 
teen years ago, Torn claims that he is 
not a Hollywood star. 

“T’m more of a visiting player,” he 
says. “I live in New York, but I make 
as many as ten to twenty trips a year 
from Manhattan to California and back 
for movie or television roles. But New 
York is my permanent base.” 


e SEDUCTIVE e 


Ann-Margret as the seductive 
gambler’s woman, Melba, who 
plays a prominent part in Steve 
McQueen’s life in Metro-Gold- 
wyn-Mayer’s ‘“*The Cincinnati 
Kid.” The distinguished cast 
of the new Martin Ransohoff 
production, in Metrocolor, also 
stars Edward G. Robinson, 
Karl Malden, Tuesday Weld, 
Joan Blondell, Rip Torn, Jeff 
Corey and Jack Weston. 


The Cincinnati Kid 
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KARL MALDEN WON'T ACT IN A MOVIE 
UNLESS SEKULOVICH IS IN THE CAST 


There’s a fellow named Sekulovich 
who follows Karl Malden into every 
one of his motion pictures. You never 
see him but he’s there—and at the star’s 
request. 

In Metro-Goldwyn-Mayer’s “The 
Cincinnati Kid,” in which Malden co- 
stars with Steve McQueen and Ann- 
Margret, he plays a telephone scene in 
which he answers a ring and _ says, 
“Hello, is that you, Sekulovich ?” 


The first time director Norman Jewi- 
son watched this scene, he was baffled. 

“Maybe you and I have different 
scripts,” he told Malden. “Mine has it 
that when you answer the telephone, 
you’re supposed to say, ‘Hello, Al.’ 
What spook told you Al’s last name was 
Sekulovich ?” 

Malden then revealed his odd rela- 
tionship with Sekulovich. 

“T am Sekulovich,” he explained, “or 
rather, Malden Sekulovich is my real 
name. I’m of Yugoslavian descent. It 
was obvious at the start of my acting 
career that Sekulovich simply wouldn’t 
do. Who could pronounce it? On the 
advice of some of my co-workers in the 


New York Group Theatre, where I be- 
gan, I became Karl Malden. ‘Karl’ is 
my father’s name and Malden emerged 
by shuffling the letters in ‘Mladen.’ 

“Now, as sort of a personal joke, I 
always try to spot Sekulovich some- 
where in my movies. My father in In- 
diana loves the idea. I think he gets a 
bigger kick out of hearing Sekulovich 
mentioned than watching me on the 
screen. There was only one time when 
my father’s feelings were ruffled. That 
was in ‘Birdman of Alcatraz,’ which 
had a prison background. 

“T persuaded the property man to 
tack the name of Sekulovich over a cell 
door as if he were an inmate. After he 
saw this picture, my father called me 
up right away. ‘I just want to let you 
know that no Sekulovich has ever been 
in jail,’ he said. I’ve had to keep Se- 
kulovich respectable ever since.” 

Malden describes his insistence on 
Sekulovich being in all his pictures as 
a cockeyed case of Hollywood nepo- 
tism. 

“He keeps my alter-ego working like 
a family relative,” he grinned. 


A LOVELY SOMEONE 10 SCRUB HIS BACK 


There have been bathtub scenes in movies ever since the days of 
Cecil B. DeMille but this intimate scene in **The Cincinnati 
Kid,” involving Steve McQueen and Tuesday Weld, isan unusual 
one. Metro-Goldwyn-Mayer’s film version of Richard Jessup’s 
best-selling novel also stars Edward G. Robinson, Ann-Margret 
and Karl Malden in an exciting drama set in New Orleans. 


Still 1833-19, 
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INDESTRUCTIBLE EDWARD G. ROBINSON 
CELEBRATES SOTH YEAR AS AN ACTOR 


comp 


o be a star doesn’t mean what it 
used to,” Edward G. Robinson said. 
“Hollywood stars and stars on televi- 
sion are a dime a dozen. Everybody’s a 
star these days, whether deserving or 
not. The shrewd agent makes his client 
a star in the deal he makes with the 
studio, even though the client may be 
some kid still professionally wet behind 
the ears. But the real, great individual 
star talent remains as priceless as ever 
and when he or she comes along, the 
public knows it. That star lasts whereas 
the pseudo of the same title falls flat 
after only brief glory.” 

Robinson is celebrating 50 years as an 
actor with his role of the veteran gam- 
bler, a stud poker buff, with Steve Mc- 
Queen, Ann-Margret, Karl Malden and 
Tuesday Weld in Metro-Goldwyn- 
Mayer’s “The Cincinnati Kid.” 

Once a character player, he worked 
his way to stardom and has become one 
of movieland’s indestructibles, as pop- 
ular as he was when he set a Holly- 
wood trend as “Little Caesar.” 

“I’m still old-fashioned enough to be- 


lieve you should learn your business be- 
fore having a star label tacked to your 
name,” Robinson declared. “I turned 
down starring roles in the theatre when 
I was a young actor. I wanted to be 
really ready, to have a thorough knowl- 
edge of my craft before taking the 
plunge as a star. 

“That’s what I advise the young act- 
ing aspirants who write to me today, 
and you'd be surprised at the number 
of letters I receive asking me what to 
do about getting a start in the profes- 
sion. I tell them all—wait, hold off, 
don’t be in such a hurry. There’s no 
short cut to success. Put in a sufficient 
apprenticeship. Acquire knowledge and 
acting technique in ‘little theatres,’ ama- 
teur groups and summer stock. There 
is really only one way to learn acting, 
and that is to act.” 


In his extensive career, Robinson has 
covered every form of entertainment 
except burlesque. 

“And I regret my loss in that me- 


ey he smiles. “It would have been 
Whee 


e LOVE AND LUCK @ 


Tuesday Weld, in love with 
gambler Steve McQueen, finds 
his passion for cards her most 
formidable rival in Metro- 
Goldwyn-Mayer’s ‘“‘The Cin- 
cinnati Kid.”’? The outstanding 
cast of the new Martin Ranso- 
hoff production, in Metrocolor, 
also stars Edward G. Robinson, 
Ann-Margret, Karl Malden, 
Joan Blondell, Rip Torn, Jeff 
Corey and Jack Weston. 


The Cincinnati Kid 
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AGES ARE BULLETS: 
A JOKER IS A BUG 


As a pair of slick, professional stud 


Mat 1-B 


poker players in Metro-Goldwyn-May- 
er’s “The Cincinnati Kid,” Steve Mc- 
Queen and Karl Malden learned to call 
the cards in authentic style. 

And they picked up quite a bit of 
gambling lingo, courtesy of Jay Ose, 
the film’s technical advisor on the taut 
poker sessions that highlight the excit- 


ing story of men and women whose 
lives revolve around the chance of the 
gaming table. 

Ose, an expert at handling cards who 
once made his livelihood as a gambler 
and casino dealer, peppered McQueen 
and Malden’s dialogue with slang used 
by pros everywhere. The curious termi- 
nology of cards is “another language” 
to the layman. 

Aces are known as bullets. A joker 
is a bug. The four of clubs is the devil’s 
bed post. The nine of diamonds is re- 
ferred to as the curse of Scotland. 
Jacks are fish-hooks, with the Jack of 
Clubs also known as Pan. The Queen 
is a lady (what else?) and the King is 
a cowboy. 


“Church Is Out’’ 


When McQueen and Malden respec- 
tively play the last card, they speak out 
authoritatively with, “Church is out.” 
And when the screen play of “The Cin- 
cinnati Kid” had McQueen revealing a 
perfect hand, Ose taught him to speak 
of it as a “wheel.” 

Other odd terms used by the two ac- 
tors, as well as by Edward G. Robinson 
and Joan Blondell, also cast as devotees 
of poker playing, include Lid, which 
means the top card, Basement Man, 
which refers to a bottom dealer, and 
Good Number Two Man, which de- 
scribes a second dealer. 

Ose, now resident host of Holly- 
wood’s Magic Castle, gathering place 
of legerdemain followers, was delighted 
that McQueen and Malden had little 
knowledge of gambling at cards at the 
start of the film. 

“They had no bad habits to break,” 
he declared. “I was able to start them 
from scratch. Steve McQueen is an 
ideal poker player. He’s got a poker 
face to begin with, which makes him a 
good bluffer.” 
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Ann-Margret, as a gambler’s 
woman with a roving eye for 
men — and Steve McQueen in 
particular—in Metro-Gold- 
wyn-Mayer’s *“‘The Cincinnati 
Kid.”’ The excitement-pitched 
Martin Ransohoff production, 
in Metrocolor,alsostars Edward 
G. Robinson, Karl Malden, 
Tuesday Weld, Joan Blondell, 
Rip Torn, Jeff Corey and Jack 
Weston in one of the year’s 
most important casts. 
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with two women who plays a 
prominent part in his life in **The Cincinnati Kid” — Ann- 
Margret as Melba, who desires him; and Tuesday Weld as 
Christian, who loves him. The new Martin Ransohoff produc- 
tion, in Metrocolor, presented by Metro-Goldwyn-Mayer, also 
stars Edward G. Robinson, Karl Malden, Joan Blondell, Rip 
Torn, Jeff Corey and Jack Weston in an outstanding cast. 
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THERE WAS ONLY ONE WAY 
TO SEPARATE THE MEN FROM 
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IN THEIR EVERYTHING WILD, WINNER-TAKE-ALL WORLD, 
THERE WAS ONLY ONE WAY TO SEPARATE THE MEN FROM 
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WORK MUSIC TIE-INS —AND 
BUILD YOUR GROSSES! 


“THE CINCINNATI KID’’ has something else besides a top-notch story and stars. 
It boasts a theme song that’s fresh, tuneful, with lots of appeal—one that’s going 
to command key interest from dealers, disc jockeys and the music-buying public. 
And watch this pave the way for a host of music store windows, radio station men- 
tions and word-of-mouth! 


Get started now pushing the music. Every tie-in deal you work out spells more 


RAY CHARLES SINGS 
“THE CINCINNATI KID” 


A real first! For the first time in his career song star Ray Charles 
has waxed a movie theme. His rendition of ‘‘The Cincinnati Kid,’’ 
theme song of the film, is on an ABC-Paramount single (45-10720). 
ABC-Paramount’s 33 distributors and its own staff of field promo- 
tion men are geared to work with you on effective local exploita- 
tion to center attention on film. 


SHEET MUSIC ON 
“THE CINCINNATI KID”’ 


The Hastings Music Corporation is publishing sheet music on 
the title song of the picture, ‘‘The Cincinnati Kid."’ 


i= Z Bese 


TIE-IN WITH MUSIC STORES ON THE 
MGM-RECORDS ALBUM! 


MGM-Records is releasing a 33% long- 
playing album on THE CINCINNATI KID 
(E4314 Mono and Stereo) which includes the 
title song as sung in the picture by Ray 
Charles. Music is by the well-known arranger 
and composer Lalo Schifrin. 

MGM-Records, through their distributors 
will cooperate in tie-in promotions. The al- 
bum is being sent to disc jockeys in major 
markets and all areas where the picture will 
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open. 

Album fronts are available for window 
displays. Write to Sol Handwerger, MGM 
Records, 1540 Broadway, New York, New 
York 10036. 


MUSIC COLUMN MENTION 


Let the person who covers music for your paper know that noted band leader-singer Cab Calloway 
plays “‘Yeller’’ in the film, and famed Ray Charles sings the theme song. 
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Richard Jessup’s dramatic novel on which the film is based 
is now being issued by Dell as a paperback which lists full 
credits for the MGM production on the back cover. Take 
full advantage of the many opportunities this offers you 
to push your attraction! 


THINGS TO START NOW! 


— Be sure that every newspaper critic and disc jockey in 
your town receives a copy of the book. 


— Have DELL retail outlets display the book with stills 
and playdate credits. 


— Promote copies that you can offer gratis to your first 
100 patrons on opening day. 


Steve McQueen is undoubtedly one of the hottest young 
male stars in the business today. Take advantage of his 
popularity with a stunt that should net you a photo break 
in your local paper. Invite people to write him a note, 
commenting on his performance in THE CINCINNATI 
KID. Have a “mail-drop” set up in your lobby. Promi- 
nently lettered on it is: Steve McQueen, c/o MGM Stu- 
dios, Culver City, California. 


Announce you will mail the notes to the star on a certain 
date. The paper’s photographer could get a shot of the 
batch of letters being handed to the post office pick-up 
truck outside your theatre, etc. Try to work one of your 
posters into the background of any shot. 


CIGAR TIE-IN 


In the high-living circles in which Edward G. 
Robinson travels in the picture as Lancey 
Howard—“The Man’—cigars are an indis- 
putable part of the good life. Tie in with this 
by getting cigar counters to display stills 
showing Mr. Robinson with a cigar, plus your 
playdate credits. (For example, still nos. 
C-1833-2, 1833-98 and 1833-87). Also see if 
you can promote cigars to pass out to male 
patrons. Send the information to your local 
paper so that it can print an advance item. 
Please note—no endorsement by Mr. Robin- 
son implied or stated. 


ANN-MARGRET 
‘STAR’ CONTEST 


Lovely Ann-Margret has zoomed into star- 
dom with spectacular speed. Invite patrons 
to briefly write on slips available in your 
lobby the reasons why they feel this has hap- 
pened. Offer guest ticket prizes for the best 
considered judgments. Service the findings 
to your movie editor for a publicity story. 


Newspapers are always interested in opinion 
polls that reveal moviegoer feelings about 
Hollywood and specific personalities. 


PLAYS IT ACCORDING TO HOYLE 


A national tie-in offering you many sock opportunities for local promotion and publicity has been 


set with Hoyle Playing Cards (a division of Stancraft). The overall theme of the promotion is “'THE 
CINCINNATI KID’ plays it according to Hoyle.’ Special promotional and point-of-sale material 
has been prepared, Stancraft sales . have been alerted to work with you, publication ads 
will appear and everything is set for a “go-go” effort that will reflect itself in box-office grosses! 


HERE ARE THE KEY ELEMENTS OF THE PROMOTION... 


Sales Force Cooperation — The Hoyle-Stancraft sales force is geared to cooperate with 
you. At the company’s recent national sales meeting their people received kits on the film, including stills. 
Life-size cut-outs of Steve McQueen and Ann-Margret were displayed. Copies of “THE CINCINNATI 
KID” paper-back were distributed. A list of Hoyle-Stancraft sales representatives is shown on this page. 


Retail Outlets Have Been Informed — The Stancraft people featured ‘THE 
CINCINNATI KID” tie-in at the New York Stationery Show. It was also highlighted at the National Association 


of Tobacco Distributors Convention, and at over fifty drug trade shows. Additionally, special mailings are 


going out to key stores. 


Special Ads — Anad keyed to the promotion will appear in Playboy Magazine 
(with a circulation of more than 3,000,000), plus other publications. 


Local Cooperative Advertising — In certain situations, Hoyle may 


participate in cooperative advertising with retail outlets. 


"The Cincinnati Kid’’ Hoyle Playing Card Dispensers 
Hoyle is arranging to make 100,000 playing card dispensers (top of which is at right) 
available to retail outlets. Each dispenser will carry a cut-out insert containing a film 


scene and picture credits. 


Official Hoyle Society Certificates — the Hoyle organization has 


an attractive certificate conferring “life membership in the Official Hoyle Society of 


America.” This conversation piece will go to key newspaper editors. 


Special Business Cards — Stancratt’s sales force is using business cards which 


carry credits on “THE CINCINNATI KID.” 


GET STARTED TODAY ! — Everything has been done to pave the way for an all- 
embracing promotion! Contact your nearest Hoyle man or your MGM Field Press Represen- 
tative. Approach retail outlets. Take advantage of the ideas for pushing ‘‘THE CINCINNATI 
KID” noted on these exploitation pages — and tie them in with Hoyle playing card 
promotions! Remember — your Hoyle contact can help you get things under way locally. 


Get in touch with him — TODAY! 


EASTERN REGION 


Wallace J. Forstell 
REGIONAL MGR. 
41 Abrew St. 
Bayshore, L. I., N.Y 
Bernard Hanlon 

180 Marlboro St. 
Boston, Mass. 


Dan B. Sullivan 
571 Grove St. 
Ridgewood, N. J. 
Tucker Gunderson 
8 Sherwood Dr. 
Churchville, Pa. 
Michael O’Brien 
6456 Overbrook St. 
Falls Church, Va. 


BOSTON, MASS. 
Leachmere Sales 
Filene’s 

Jordan-Marsh 
NEWARK, N. J. 
Hahne & Co. 
Bamberger’s 
BUFFALO, N. Y. 
Leader Drug Stores 
Wm. Hengerer & Co. 
NEW YORK CITY 

5th Avenue Card Shops 
Dennison Party Bazaar 
ROCHESTER, N. Y. 
Paine Drug 

McCurdy Dept. Store 
PHILADELPHIA, PA. 
Strawbridge & Clothier 
John Wanamaker’s 
PITTSBURGH, PA. 
Sun Drug Co. 

Horne’s 


MIDWEST REGION Elie Stoia, Jr. Curtis DoBraska 
35023 Sheridan 2815 South 53rd St. 
James G. Ouellette Wayne, Mich. Milwaukee 19, Wisc. 


REGIONAL MGR. 


HOYLE-STANCRAFT SALES FORCE 


Ken Miller Ray Meyer 
946 Northeast 154th St. 3051 South Madison 
North Miami, Fla. Denver, Colo. 


COF._.AMERICA)D 


aving gained wide renown, respect, and trust as an authority on the rules and procedures of games involving 
the use of playing cards, to wit: poker, pinochle, bridge, canasta, whist, blackjack, gin and other forms of 
rummy; and having conducted himself always in such exemplary fashion as the hallowed traditions of the 
above named games demand and in scrupulous regard for the rights and sensibilities of his colleagues and 
antagoniste; and in order that he shall be forever recognized as a distinguished advocate of the card table as a 
meeting place where honorable men of all ages, sizes and walks of life play the game “according to Hoyle,” 
now therefore he is herewith elected a life member of the Official Hoyle Society of America, and he is accord- 
ingly entitled to enjoy the privileges and authorities going with such membership. 


2325 W. 13 Mile Rd. 
Royal Oak, Mich. 


Somes (Mike) Dagle 
673 Moore Ave. 
Kenmore 23, N. Y. 


Thomas L. Hageman 
2465 Noble Rd., Apt. 15 
Cleveland Heights, Ohio 


Robert Meyer 
1786 Keith Dr. 
Cincinnati 15, Ohio 


CHICAGO, ILL. 

Sun Drug Co. 

Regent Drug Co. 

Kroch’s & Brentano’s 
Horders Stationery Store 


NEW HAVEN, CONN. 
Yale University Coop. 
Rexall Drug Co. 


INDIANAPOLIS, IND. 
Hook Drug Co. 

Wm. Block Co. 

L. S. Ayres 

Haag Drug Co. 
DETROIT, MICH. 

J. L. Hudson Co. 
Dot Stores 
CINCINNATI, OHIO 
Shillito’s 

H. S. Pogue 
CLEVELAND, OHIO 
Revco 

Giant Tiger 


CENTRAL REGION 


Dewey White 
REGIONAL MGR. 
Hemlock Dr. 
Savage 2, Minn. 


Eugene A. Field 
407 Banburry Terr. 
Roselle, Ill. 


James J. Morgan 
705 South Sleight St. 
Naperville, Ill. 
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COLUMBUS, OHIO 
F & R Lazarus 


MILWAUKEE, WISC. 
Milwaukee Boston Store 
Gimbel’s 

Walgreen Drug Co. 

Red Owl Super Markets 


MINNEAPOLIS, MINN. 
Red Owl Super Markets 
Dayton Co. 
Donaldson’s 


ST. PAUL, MINN. 
Super Valu Stores 

Red Owl Super Markets 
Dayton Co. 


KANSAS CITY, MO. 
Katz Drug 

Emery, Bird & Thayer 
Milgrams 


William Carey 

6321 Quail Avenue North 
Minneapolis 29, Minn. 
Robert Lowell Henke 
13788 Clayton Rd. 
Manchester 62, Mo. 


Herb Lane 
8200 West 89th St. 
Shawnee Mission, Kan. 


SOUTHERN REGION 
Nelson F. Gay) Dolfuss 
REGIONAL MGR. 

3554 Duchess Trail 
Dallas, Texas 


ST. LOUIS, MO. 
Famous-Barr 

Stix, Baer & Fuller 
Quick Shops 

905 Liquor 

Sav Mart 

OMAHA, NEB. 
Brandeis Dept. Store 
Skagway Drug 
Kilpatricks 
WASHINGTON, D.C. 
Julius Garfinkel 
Hecht’s 

MIAMI, FLA. 
Burdine’s 

Eckerd Drug 
National Drug 
TAMPA, FLA. 
National Drug 
ATLANTA, GA. 
Rich’s 


James M. Dillashaw 
Alexander Sub Station 
Forest City, N. C. 
David L. Kessler 

786 lvywood 

Dallas, Texas 

James L. Day 

6629 Roos Rd. 
Houston, Texas 


WESTERN REGION 
Albert L. Cox 
REGIONAL MGR. 
1543 Winchester Ave. 
Glendale 8, Calif. 


BALTIMORE, MD. 
Hecht’s 

Hochschild Kohn Dept. Store 
Woody’s 

NORFOLK, VA. 
Miller’s Drug 
LOUISVILLE, KY. 
Stewart Dry Goods 
NEW ORLEANS, LA. 
Katz & Besthoff 

D. H. Holmes 
OKLAHOMA CITY, OKLA. 
John A. Brown Co. 
DALLAS, TEXAS 
Titche-Goettinger 
Sanger-Harris 

FORT WORTH, TEXAS 
Cox Dept. Store 
HOUSTON, TEXAS 
Madings Drug Co. 
Foley’s Dept. Store 


Wallace Robie 
107 Vista Del Mar, Apt. E15 
Redondo Beach, Calif. 


Richard C. Moore 
1580 Green Valley Rd. 
Danville, Calif. 


Larry A. Minster 
P.O. Box 206 
Bainbridge Island, Wash. 


Dominic C. (Mickey) Cattelino 
350 North Dexter St. 
La Habra, Calif. 


PHOENIX, ARIZONA 
Assoc. Grocery Stores 
Diamonds 

Evans Drug Co. 


DENVER, COLO. 
Denver Dry Goods 
May D & F 


LOS ANGELES, CALIF. 
White Front Stores 
Sav-on Drug Chain 


OAKLAND, CALIF. 
White Front Stores 
Pay Less Drug 


SAN FRANCISCO, CALIF. 
White Front Stores 
The Emporium 


SEATTLE, WASH. 
Food Giant 
Pay & Save 


You'll achieve solid advance attention for “THE 
CINCINNATI KID” by covering your lobby walls 
and glass theatre entrance doors with hundreds 
of playing cards, spread out at random with 


face up. Suggest a similar approach to playing 
card retailers who are interested in tieing in 
with you. They should, of course, carry your 
stills and playdate to supplement this. 


Special Hoyle Stills 


Still no. 1833-501 shows Steve 
McQueen with several decks of 
Hoyle playing cards; still no. 1833- 
500 shows Edward G. Robinson in 
similar fashion. Use them in all your 
Hoyle displays and tie-ins. Contact 
your MGM Field Press Representa- 
tive, 


| plays it 
according to Hoyle 


Sitting down for along night of poker, pinochle 
or bridge? 

Playing with Hoyle Official decks makes 
good card sense.They're plastic-coated.Won't 
smudge or smear. 

And Hoyle cards are easy on the eyes 
because of ‘Nu-Vue’ a soft, blue-green tint on 
the card face. Ina controlled study reported 
by the Journal of the American Optometric 
Association, “Nu-Vue" cards reduced eye 
fatigue factors by over 35%, based on an 
average of three clinically recognized tests. 

Check Hoyle for feel and finish. They're 
cut from tempered stock for extra crispness. 
They slide comfortably. Stay fresh and deal- 
able, game after game. 

Today all Hoyle decks have.”Nu-Vue’ tinted 
faces. So the next time you pick up cards, 
ask for Hoyle Official. It's the best deal yet. 


As REPORTED ,, 


* SCIENTIFICALLY TINTED 


Mg, EFFECTIVELY REDUCES. 
Or ero" 


amen rie 


Awarded in the City of St.Paul, Minnesota, 
this day of ,19 
of the Official Hoyle Sg 


on behalf 


pf America 


HOYLE ptavine carps 


another fine product from Stancraft 
A DIVISION OF STANDARD PACKAGING CORPORATION 


* * * 
as featured in the M.G.M. movie 


“THE CINCINNATI KID” 


STEVE McQUEEN * EDW. G. ROBINSON + ANN-MARGRET 


1766 KEITH DRIVE 
CINCINNATI 15, OHIO 
PHONE: 761-9139 


ROBERT R. MEYER 
TERRITORY MANAGER 


USE THESE IDEAS...AND WATCH 


MANAGER PASSES OUT “LOOKING FOR THE 


1. O. U. CINCINNATI KID" LOBBY DISPLAY OF 
Here's a simple but effective stunt you can | BALLYHOO GAMBLING DEVICES 


use in advance of your playdate. Mimeo- 

graph these words (handwritten) on slips of In the film, Edward G. Robinson is dressed Ask your police department if gambling de- 

paper: to sartorial perfection, as befits his status vices, crooked dice, marked cards, etc., 

1.0.U. a free ticket to some future show as king of the poker players. Arrange to which may have been confiscated in raids 
if you don't think THE CINCINNATI KID have a man in similar costume (see one of are available for display in your lobby. 


is one of the best pictures you've seen the stills showing Mr. Robinson) circulate If so, set the display up as far in advance 
in a long, long time! around town. Get one of your radio stations of playdate as possible. Let the papers 
p h t : ee a to announce where’ he will be at certain know for news mention . . . also inform radio 
ass them out to your current parons hours. Listeners are invited to stop him and and television station news directors. 

they leave the theatre. try to answer his question: ‘Where can | 

Gnd The Cincinnati Kid?” Those giving the 

correct answer win a guest ticket. This an- 

swer, which should be changed periodically, 

might be: at your theatre, at City Hall, etc. 

—in other words, some prominent place 


around town which is not impossible to WOMENS’ PAGE STORY 
COOKING PAGE guess for the average person. ON CARD PLAYING 


PUBLICITY 
It’s no news to anyone that countless men 


Tell the owner of some prominent restaurant find card playing a relaxing hobby. So do a 
that the locale of THE CINCINNATI KID is vast number of women! And this presents 
New Orleans, which has been historically ou with material for a womens’ page stor 
noted for good food. Suggest that he tie USHERS WITH CARD fied can be fine publicity for ee recon. 
in with you by featuring on his menu— in r _ Have one of the girls on your staff informally 
honor of THE CINCINNATI KID’’—-several BANDOLIERS poll 50 to 75 female patrons as they are 
dishes which are popularly associated with . leaving the theatre to find out what card 
New Orleans cuisine: things like shrimp games they play. She should keep a tally on 
creole, baked pompano, etc. His menus and this, and you will of course be especially 
newspaper ads should carry mention of this interested in the number of women whose 
slant. Additionally, have him invite the cook- favorite card game is poker. 
ing editor of the local paper down to sample 
this culinary fare. He should provide her They can then be looped over the shoulder 
with the recipes used as the basis for a and worn ‘bandolier’ or Sam Brown belt 
women’s page story. And you will of course fashion by the ushers over their uniforms. 
want to make a pair of guest tickets avail- As street ballyhoo, a man or girl garbed in 
able ber: this fashion can walk through busy areas, mention of your theatre as the place where 
wearing an attached placard advertising | | the survey o° made—and that, not at all 
your showing of THE CINCINNATI KID. JI incidentally, you have THE CINCINNATI KID 
coming along as your next attraction! 


As a slant to build advance interest for your 
attraction with current patrons, have one of 
your staff paste a string of cards together 
to form a circle. One should be made for 
each usher. 

Contact the womens’ page editor of your 
local paper and pass the information along. 
Suggest that it could be the basis for an 
interesting feature piece that would include 


wth es PLAYING CARD 


ON POLES GAMBLING SQUAD 


Many men’s social clubs and veteran groups STORY 
have friendly card playing on their premises Here’s a simple stunt that will have much of 
after the formal business of the evening Is the town talking about it-—-and wondering 
over. what's going on—until people grasp the 
connection with your attraction. Send out a 
man late at night, and have him thumb- 


If your police department has a group of 
detectives specializing in gambling cases, 
invite these men to be theatre guests on 
opening night. Service the facts to your local 
paper so it can print an item. 


Send a letter to each of these groups, in- 


dicating that it is intended for the special ack a playing card to every telephone pole 
attention of their poker fans. Mention that along your main street. No sign, no copy— 
youranac deals with professional pare! | just the playing card. People will ask ques- If one of the detectives has a long back- 
players, and that the climax of the sie ee tions of other people and word-of-mouth ground in the gambling area and can dis- 
titanic game between two masters of tne will spread. If the poles are steel, your man cuss colorful gamblers of the past and pres- 
art. can use scotch tape. (You may want to check ent, unique cases he has worked on, etc. 
The letters will create a lot of word-of-mouth local ordinances before embarking on this try to arrange newspaper and radio inter- 
attention—and you can be pretty certain stunt.) And, of course, when a lot of com- views with him—which would also include 
that the confirmed poker players will be ment has been generated, you might ‘leak’ mention of the fact that he will be the the- 
among your patrons! _ some information to a friendly columnist on atre’s guest to see THE CINCINNATI KID. 

— your local paper! People with this kind of lore make wonder- 

fyl material for daily columnists. 


SPECIAL An interview record in which Steve 
RADIO McQueen discusses THE CINCIN- THEATRE AND TEASER TRAILERS 


NATI KID is available. There is eee ee ei cy Ue eaucoc cup rl eee 


MATERIAL a ea ae TELEVISION TRAILERS 
inutes) with Joan Availabl : 
Blondell, Karl Malden and Jay vailable at 60 and 20 seconds in length. Contact your M-G-M Field 


| Press Representative. 
Osie, who acted as technical di- 


rector for the film. Check your RADIO E.T.’S 


Yow 8 T 
M-G-M Field Press Representative. eae pene Salen ane two at 30 seconds in length. Check your M-G-M 
sentative. : Bal 


THOSE BOXOFFICE GROSSES GROW 


‘POKER PLAYER’ 
STORY BREAK 


Phone around town fo reporters you know, 
the police chief, merchants, etc., and ask 
them who is the hottest poker player they 
know. 


“CINCINNATI KID” 
WINDOWS 


Get some really spectacular window dis- 
play support by asking department stores, 
five-and-dime stores and other playing card 
outlets to back the sale of this item by spell- 
ing out against their windows in large letters 
—using playing cards to form the letters— 
SEE THE CINCINNATI KID. 


GAME IN WINDOW 


A merchant looking for a traffic-stopper 
could have two husband-and-wife teams 
play a three hour poker game in his store 
window. The winning couple would get 
merchandise prizes, or a store donation to 
their favorite charity. (They would use poker 
chips provided by the store, with no money 
at stake). Spectators could indicate which 
feam would emerge as winner. Those guess- 
ing correctly would receive guest tickets. 


Arrange to invite these poker experts down 
to your theatre on opening night to see the 
film as your guests. Let your papers know 
about it in advance so that they can run a 
story. (Do not mention the names of the peo- 
ple who are being invited without their per- 


mission). 


Then, by way of follow-up publicity, try to 
get one of the papers to assign a reporter 
to interview one or more of these men right 
after they have seen the film. The writer 
should get material for a good feature piece 
by posing questions like these: What are 
some of the most memorable poker games 
you've played in? What tips do you have 
for less experienced players? etc. Any story 
written should, of course, work in mention 
of the fact that the interview was done at 
your theatre after the person interviewed 
had seen THE CINCINNATI KID. 


TIE-IN WITH 
LOCAL CHARITY 


Some local charity might be glad to work 
with you on the slant noted below, to the 
advantage of both of you. 


USE CARD TRICK 
ARTIST TO GET 
PUBLICITY! 


Almost every community has some one who 
is deft at card tricks. Usually he belongs to a 
local amateur magicians’ group. Get in 
touch with one of these people and arrange 
for him to demonstrate card tricks in your 
lobby on opening day. Alert your paper and 
try for story and photo coverage. You may 
also be able to arrange for him to appear 
on a local television Program in advance 
of your playdate—giving him an opportu- 
nity to talk about his forthcoming demon- 
stration at your theatre and the card play- 
ing aspects of THE CINCINNATI KID. He 
might also appear at a prominent local 
store, which would back his stint with ads 
which also include mention of THE CINCIN- 
NATI KID and your playdate. 


Have the organization provide an attrac- 
tive female representative who would be 
stationed on a busy street behind q small 
table. Window cards or other material per- 
taining to your attraction would deck the 
sides of the table. On the table the lady 
would have a line of cards, face down, run- 
ning from two through ace. Any spectator 
contributing a quarter to the charity could 
point to a card and attempt to guess its 
denomination. If he succeeds, he receives q 
pair of guest tickets. Ask the charity to con- 
tact your local paper about a possible photo. 
You could also use this slant on your own, 
Providing one of your own girls to man the 
table. Check to see that this ‘card selection’ 
approach does not violate any local ordi- 
nance that may be on the books. 


“MONEY IN BOWL" 
PROMOTION STUNT 


Get several stores to stuff glass bowls full 
of stage money and display the bowls in 
their windows, supplemented by some of 
your ‘card game” stills and picture credits. 
A sign offers guest tickets to the five people 
who come closest to guessing the total 
amount of "money" in the bowl. 


FRATERNITY STUNT 


Most fraternity students are always game 
to participate in some kind of zany stunt if 
it tickles their fancy. 


“DRESS OF CARDS" 
PUBLICITY 


You should be able to get a newspaper 
photo and other benefits from this stunt! 
Have a girl take an old dress and paste it 
over completely with playing cards, so that 
no part of the dress is left uncovered. The 
cards should be face up, indicating hearts, 
spades, etc. Tell your paper that the girl 
will be wearing this ‘‘dress of cards”’ at your 
theatre to celebrate the Opening of THE 
CINCINNATI KID, and suggest a photo be 
taken of the girl wearing it. See if your local 
television station will take some film footage 
too for the evening news shows. 


GIFT TO CRITICS FROM 
‘THE CINCINNATI KID’ 


Have a parcel delivered to each of your 
newspaper critics which contains a deck of 
cards, a bottle of whiskey, a paperback 
copy of ‘‘The Cincinnati Kid” by Richard 
Jessup, and two good cigars. (If the critic is q 
woman you can omit the cigars)! An en- 
closed card accompanying the items should 
carry these words written in ink, and nothing 
else: 


If you have a college in your town that has 
fraternities, sound out one of the frat houses 
about providing a man to compete against 
men from other fraternity houses in an all- 
| weekend marathon poker game—winner 
_| to geta pass for your theatre good for the 
entire year, with any member of his frater- 
nity entitled to use it at any time. If the man 
you talk to initially is interested, let him take 
it from there and set things up. 


With the compliments of The Cincinnati Kid 
You can do the same thing with the more 
important radio and television personalities 
in town, without the whiskey if the cost would 
be prohibitive. 


The fraternity boys can also mutually ar- 
range to contact newspapers, radio and 
television about publicity coverage, which 
should mention that the first picture the win- 
ner will see is THE CINCINNATI] KID. 


After the girl’s photo has appeared in the 
Ppaper—but not before—she can circulate 
around town in her Unique garb. 


WINDOW DISPLAYS MEAN BIGGER BOX-OFFICE! 


; ; that sell playing cards. 

j 833-70—Mens’ apparel shops; stores ft ; 
it Me pr ee 1833-66, 1833-64—Playing card outlets. AN PS RMN citer etn oe 7 
a Ee Beauty shops. Also perfume outlets, with copy lin ¥ ade ah 2 
eee rau 1 ie, you gift her with - - perfume. See lovely Ann-Margr 

at you like 


y. 


the stars shown, 


Hed take on anyone, 
at anything, anytime 


Aft was only a matter 
Of who came first! 


SEEN AS RIE OOOO OE OOOO en 


THE KID.. THE MAN... L LADYFINGERS 


METRO-GOLDWYN-MAYER presents 


STEVE McQUEEN - EDWARD G. ROBINSON -ANN-MARGRET 
KARL MALDEN TUESDAY WELD-CAB CALLOWAY- JOAN iets 


IN A MARTIN RANSOHOFF PRODUCTION 


| THE } CINCINNATI } KID Fe 


CO-STARRING REEN PLAY 


RIP TORN + JACK WESTON - RING LARDNER JR.swo TERRY SOUTHERN ..weTROCOLOR 
Se etn NSev RICHARD JESSUP*NORMAN JEWISON-A FILMWAYS-SOLAR PICTURE _[Srathe Tite Son 


pee 


als H E A al; R E 


Ad No. 310—360 Lines (3 Cols. x 120 Lines) 


This art also available as Ad No. 408—448 Lines (4 Cols. x 112 Lines) 
406—500 Lines (4 Cols. x 125 Lines) 


He'd take on anyone, 
at anything, anytime 


...ft was only a matter 
Of who came first! 


METRO-GOLDWYN-MAYER presents 


STEVE EDWARDG. — ANN- 
McQUEEN- ROBINSON - MARGRET 


KARL MALDEN-TUESDAY WELD 


IN A MARTIN RANSOHOFF PRODUCTION 


| THE | CINCINNATI} KID | 


CO-STARRING 


JOAN BLONDELL + RIP TORN - JACK WESTON - CAB CALLOWAY « RING TTARDNER JR. ano TERRY SOUTHERN 


lear Ray Charles 
‘the cecrwonine ov RICHARD JESSUP*NORMAN JEWISON: A FILMWAYS-SCLAR PICTURE i» METROCOLOR 


EN CES Aw FUR ee 


Ad No. 309—1 26 Lines (3 Cols. x 42 Lines) 


(0p) All advertising material in this pressbook, as well as all other newspaper 
and publicity material, has been approved under the MPAA Advertising 
Code as a self-regulatory procedure of the Motion Picture Association of America. 
All inquiries on this procedure, which is voluntarily subscribed to by the major 


motion picture companies, may be addressed to: Advertising Code Administrator, 
Motion Picture Association of America, 522 Fifth Ave., New York, N. Y. 


Copyright 1965 by Metro-Goldwyn-Mayer, Inc. All rights reserved. Magazines, newspapers 
pat Ce carted customary use. Country of origin U.S.A. In furnishing this press 
book, M-G-M does not thereby imply that this picture has been licensed for exhibition. 


sentence 


LIVE RADIO SPOTS 


60-SECOND LIVE RADIO SPOT 


THE CINCINNATI KID takes on anyone, at anything, anytime! It’s only 
a matter of who comes first! Metro- -Goldwyn-Mayer presents a Martin 
Ransohoff Production, THE CINCINNATI KID. Starring Steve McQueen, 
as the Kid . . . playing for the highest stakes of all! Ann- Margret as Melba 
. her game was men with everything wild! Edward G. Robinson as the 
vis . betting all the way on his reputation. Karl Malden as The Shooter 
; his hands are fast, his wife faster! Tuesday Weld as Christian ...a 
girl destined to be a woman! Cab Calloway as Yeller . . . he knew what it 
meant to be gutted! Joan Blondell as Ladyfingers . . . she couldn't be 
bluffed. In the everything wild, winner take all world of THE CINCINNATI 


KID, the name of the game is always action! See THE CINCINNATI KID 
. in MetroColor! 


30-SECOND LIVE RADIO SPOT 


THE CINCINNATI KID takes on anyone, at anything, anytime! It’s only a 
matter of who comes first. Metro- Golwdyn-Mayer presents Martin Ran- 
sohoff’s Production THE CINCINNATI KID... . starring Steve McQueen, 
Edward G. Robinson, Ann- Margret, Karl Malton: Tuesday Weld. In the 
everything wild, winner take all world of THE CINCINNATI KID, the name 
of the game is always action! THE CINCINNATI KID moves only in nS 


hottest, fastest, and deadliest circles. See THE CINCINNATI KID . 
MetroColor! 


20-SECOND LIVE RADIO SPOT 


THE CINCINNATI KID takes on anyone, at anything, anytime! It’s only 
a matter of who comes first! MGM presents Martin Ransohoft’ s Production 
THE CINCINNATI KID . . . starring Steve McQueen, Edward G. Robinson, 
Ann-Margret, Karl chine Tuesday Weld. THE CINCINNATI KID moves 


in the hottest, fastest, and deadliest circles. See THE CINCINNATI KID . 
in MetroColor! 


10-SECOND LIVE RADIO SPOT 


THE CINCINNATI KID takes on anyone, at anything, anytime! See Steve 
McQueen, Edward G. Robinson, Ann-Margret, Karl Malden, Tuesday Weld 
in THE CINCINNATI KID . . . in MetroColor! 


ACCESSORIES 


A Full Line of Posters, Lobby 


Cards, NSS Specials Are Avail- 
able. 


Order Directly from Your Local 


NATIONAL SCREEN 
SERVICE EXCHANGE 


BANNERS and VALANCES 


(Manufactured by NATIONAL FLAG & DISPLAY C0.) 


DE-LUXE SECTIONAL VALANCE — $21.50 each 
3-PIECE STREAMER — $21.50 each 
USHER BADGES _ 50c each 


ORDER DIRECTLY FROM 
IN U.S.A. —~ NATIONAL SCREEN SERVICE 


IN CANADA — CONSOLIDATED THEATRE SERVICES 
120 Wellington St. W., Toronto 


PRINTED IN U.S.A. 


Scanned from the collections of the 
Wisconsin Center for Film and Theater Research, 
with support from Matthew and Natalie Bernstein. 


for Film and Theater Research 


http://wcftr.commarts.wisc.edu 


MEDIA 
HISTORY 


DIGITAL LIBRARY 


www.mediahistoryproject.org 


